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Abstract 
The aim of the dissertation is to develop managerial implications on the effective marketing 
strategies based on the suggestions made through the research based on the findings on the 
extent to which the impact of individual psychological factors on ChinesHVWXGHQWV¶SXUFKDVH
decision-making on fashion items at online fashion retailer in the UK. The research methods 
adopted for the dissertation is linear regression analysis which assists in determining the 
relationship of the variables. The findings based on the data analysis are that both PU and 
PEOU have a positive relationship with attitude to purchasing fashion clothing products at 
LQWHUQHW YHQGRUV 3(28 LV UHODWLYHO\ VLJQLILFDQW 7$0 IDFWRU LQIOXHQFH FRQVXPHU¶V DWWLWXGH
comparing to PU. There is a significantly positive relationship between trust and PU. Payment 
VHFXULW\PD\KDYHDVOLJKWSRVLWLYHUHODWLRQVKLSZLWKFRQVXPHU¶VWUXVWWRZDUGLQWHUQHWIDVKLRQ
vendors. CRQVXPHU¶V HQMR\PHQW RQ WKH DWWULEXWHV RI WKH ZHEVLWH RI WKH IDVKLRQ YHQGRUV are 
related but insignificantly. 
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Introduction 
3XEOLFDWLRQ UHSRUWV DQG PDUNHW UHVHDUFK UHSRUWV RQ 8.¶V RQOLQH VKRSSLQJ KDYH LQGLFDWHG D
significant growing trend, and this encompasses the e-commerce for the shopping of fashion 
items. For instance, Mintel (2010) estimated that the growth of fashion e-commerce may slow 
down to 21% growth from the initial projection of 26% in 2009. However, the positive is that 
next five years there is still great growth margin for the market. The momentum growth in 
8.¶VRQOLQH UHWDLO VHFWRU LV DOVR IRXQG LQ'DWDPRQLWRU 010), which reported that the total 
revenue is 2009 is $37.1 billion, and it represents an annual growth rate of 30.6% for the 
period of 2005 ± 2009. Sales of apparel, accessories and footwear accounted for 13% of the 
total online retail sales. There are successful online fashion retailers which accounted for 
increasing share of fashion retailing in the UK such as Asos.com, boden.co.uk (Mintel, 2010). 
The statistical figures highlight the potential for growth both in revenue and profit margin of 
online retailers in fashion sector in the UK market, and it indicates that effective marketing 
strategies based on consumer behavioural studies in terms of fashion purchase at online 
settings can significantly drive the revenue growth and increase in profit.  
&RQVXPHU¶V LQGLYLGXDO SV\FKRORJLFDO IDFWRUV SOD\ D VLJQLILFDQWO\ UROH LQ GHWHUPLQLQJ
LQGLYLGXDO¶V SXUFKDVH GHFLVLRQ-making. Solomon et al. (2006) argued that research in 
consumer behavioural factors related to buying significantly implies WKH YDULRXV µUROHV¶
customers play during the purchasing experiences. Behavioural factors may influence to 
modify WKHLU FRQVXPSWLRQ GHFLVLRQV 7KLV LQGLFDWHV WKDW WKH YDULDWLRQ RI LQGLYLGXDO¶V
psychological factors significantly influence their choices of particular products in the context 
of different situations. Therefore, online shopping environment for fashion products may 
EXLOGDVLWXDWLRQDO IRXQGDWLRQVR WKDWFRQVXPHU¶V LQGLYLGXDOSV\FKRORJLFDO IDFWRUVPD\KDYH
an impact on whether they will make a purchase decision toward the particular fashion 
product. 
The reason for why using Chinese student group as the sampling for studying the impact of 
psychological factors is due to the recent trend of growing Chinese students who study in the 
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UK. This hints that Chinese students being an emerging group of consumers can be 
significantly contributed to the consumption of fashion clothing market in the UK, including 
e-commerce fashion retailing. This is supported by statistical research on the number of 
Chinese students¶ entry into UK educational institutions. British Council (2010) reported that 
in recent years the number of Chinese students who are registered into UK universities and 
education institutions has increased dramatically. The statistics shows that in 2009, more than 
85,000 Chinese students have been found involved with learning experiences in the UK 
education institutions. BBC News (2008) reported that Chinese students are the single largest 
overseas student group amongst all the international students. In terms of the research 
information of online shopping usage related to Chinese students, Lee (2009) revealed that in 
2008, 33.3% Chinese online customers are aged at 18-24, and 24.1% are aged at 25-30%. The 
two age groups of Chinese online customers take up the two largest proportions of online 
FXVWRPHUVDQGWKLVKLQWVWKDW&KLQHVHVWXGHQWV¶RQOLQHVKRSSLQJEHKDYLRXULVUREXVW  
Hence on the basis of overview of the context relating to online fashion retail sector in the UK 
market, the aim of the dissertation is to develop managerial implications on the effective 
marketing strategies based on the suggestions made through the research based on the 
findings on the extent to which the impact of individual psychological factors on Chinese 
VWXGHQWV¶ SXUFKDVH GHFLVLRQ-making on fashion items at online fashion retailer in the UK. 
Being in line with the defined research aims, the research questions posed for the dissertation 
are as the following: 
z :KDW DUH WKH FULWLFDO LQGLYLGXDO IDFWRUV LQIOXHQFHFRQVXPHU¶VSXUFKDVHGHFLVLRQ-making 
on fashion products at online fashion vendors? 
z To what extent do the individual factors critically influence &KLQHVH VWXGHQWV¶SXUFKDVH
decision-making on fashion products at online fashion vendors in the UK market? 
The objectives in response to the set research questions are defined as the following: 
z Review of the literature relevant to consumer individual factors related to purchase 
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intention and purchase decision-making at online settings; 
z Review and evaluate the relevance of the literature of consumer individual behavioural 
factors in terms of purchase decisions on fashion clothing products at online settings; 
z Investigate the relationship between FRQVXPHU¶V LQGLYLGXDO IDFWRUV DQG SXUFKDVH
decision-making amongst Chinese students in terms of purchase decisions on fashion 
clothing products online; and 
z Develop managerial implications on the effective marketing strategies for online fashion 
UHWDLOHUVEDVHGRQ&KLQHVHVWXGHQWV¶SXUFKDVHEHKDYLRXU 
The contribution of this research is that it fills the gap of studying the influence of individual 
psychological factors toward purchase decision-making on fashion products at online settings 
amongst Chinese students in the UK market. Previous research has contributed to the 
individual factors influencing coQVXPHU¶V SXUFKDVH GHFLVLRQ-making particularly at online 
fashion and proposed online decision-making models. But the samples are limited to various 
customer groups in the USA, Korea, and lack of study on Chinese students in the UK context. 
The research results can be applicable to the online fashion retailers in terms of developing 
marketing strategy from the perspective of fulfilling the behavioural dimensions reflected 
from Chinese students in the UK. Being a market with more multi-cultural elements, the 
Chinese consumer group can be one of the represented consumer group of which the purchase 
of fashion items can be momentum. To study on the behavioural factors among Chinese 
students can be significantly useful in examining the behavioural factors of Chinese customer 
group so that proper marketing strategy can be determined for e-commerce in fashion sector. 
The structure of the dissertation is briefly explained as the following: 
z Introduction: this chapter outlines the research context of the dissertation and defines the 
aims, research questions, objectives and contribution of the dissertation.  
z Literature review: this chapter critically reviews the literature related to the fields of the 
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study of the dissertation. The aspects of literature being reviewed are proposed as: 
consumer online decision-making model; consumer attitude at online settings; trust; 
perceived risks; and motivation to online purchasing.  
z Methodology: this chapter designs the research methods which are compatible with the 
needs of the dissertation. The process of designing the research methods is outlined as: 
evaluate the advantages and disadvantages of two research approaches; evaluate the 
research theory fits for the needs of the dissertation; research design which includes the 
research method theory, data collection method and data analysis method; sampling 
strategy; and research ethics. 
z Discussions and findings: this chapter conducts the data analysis on the basis of primary 
data collected for the dissertation. Research findings are concluded through the process of 
the data analysis. 
z Recommendations: this chapter summarises the key findings based on the outcome of 
data analysis. Previous research findings are used through which new findings or insights 
are suggested. Limitations of the dissertation are considered in this chapter. 
z Conclusions: this chapter is the concluding remarks by summarising the findings based 
on review of research aims and research questions. Future directions of research in related 
domain are highlighted in conclusions. 
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Literature Review 
On the basis of understanding the role of studying consumer psychological factors in 
FXVWRPHUV¶ SXUFKDVH GHFLVLRQ-making, the consumer individual factors toward purchase at 
online settings in the fashion sector can be significantly different from those factors 
influencing purchase behaviour in the context of traditional shopping experiences such as 
shopping at retail stores. +HQFH WKH FULWLFDO LQGLYLGXDO IDFWRUV ZKLFK LQIOXHQFH FRQVXPHU¶V
purchase decisions at online settings are found to be attitude, trust, perceived risks and 
enjoyment to online purchasing. The following reviews the literature which includes the 
studies on the impact of the identified factors based on overview of studies on consumer 
decision-making models at online settings. 
Individual Factors in Online Consumer Behaviour Models 
Cheung et al. (2003) offered a review of online consumer behaviour theories. The theories 
which were predominantly used for online consumer behaviour research have been found as 
Theory of Reasoned Action (TRA) by Ajzen and Fishbein (1980). The sub-set theories which 
constitute the family of the TRA that have been frequently used in online consumer behaviour 
studies were found as Technology Acceptance Model (TAM) (Davis, 1989), Theory of 
Planned Behaviour (TPB) (Ajzen, 1991). Other than the TRA family, other theories used for 
online consumer behaviour studies are found as Innovation Diffusion Theory (IDT) (Rogers, 
2003), Expectation-Confirmation Theory (ECT) (Oliver, 1980) and flow theory (Hoffman and 
Novak, 1996). Despite the different perspective of way of examining consumer purchase 
behaviour toward online vendors, it is critical to note that FRQVXPHU¶V LQGLYLGXDO IDFWRUVDUH
the antecedent YDULDEOHV ZKLFK LQIOXHQFH FRQVXPHU¶V SXUFKDVH GHFLVLRQ-making on online 
vendors in the applied models. Academics (e.g. Pavlou and Fygenson, 2006; Cheung et al., 
2003; Masuwe et al., 2004) contendHG WKDW WKH UROH RI FRQVXPHU¶V LQGLYLGXDO IDFWRUV LQ WKH
FRQWH[WRIRQOLQHFRQVXPSWLRQEHKDYLRXULVWRIRUPFRQVXPHU¶VSXUFKDVHLQWHQWLRQDGRSWLRQ
of the way of online purchasing and the continuance of using online purchase facilities. This 
dissertation examines the sub-set theories in TRA family theory which are TAM and TPB as 
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WKHIRXQGDWLRQWRH[SORUHFRQVXPHU¶VFULWLFal individual factors. 
7$0 WKHRU\ ZDV IUHTXHQWO\ XVHG DV WKH WKHRUHWLFDO EDVLV IRU VWXG\LQJ FRQVXPHU¶V LQWHUQHW
purchase behaviour. 7KH YDULDEOHV ZKLFK LQIOXHQFH FRQVXPHU¶V DGRSWLRQ RI LQWHUQHW DV WKH
facility to process their consumption behaviour is the beliefs held toward the internet as the 
technology facility. According to Davis (1989), two general beliefs are proposed which relate 
WR FRQVXPHU¶V DGRSWLRQ RI D V\VWHP SHUFHLYHG XVHIXOQHVV 38 DQG SHUFHLYHG HDVH RI XVH
(PEOU). Perceived usefulness means the extent to which an individual believes that using a 
system is able to improve his/her performance. Perceived ease of use refers to the extent to 
which a person believes that using a system is without efforts. The two general beliefs are 
IRXQG WR EH VWURQJO\ DVVRFLDWHG ZLWK SHRSOH¶s attitude. Attitude together with perceived 
XVHIXOQHVVLQIOXHQFHWRIRUPXODWHSHRSOH¶VEHKDYLRXUDOLQtention (see Figure 2.1).  
Figure 2.1: TAM Model 
  
 
 
 
 
  
 
Source: Davis (1989) 
The judgment based on TAM is that the SUHGRPLQDQWLQGLYLGXDOIDFWRUOLHVDWSHRSOH¶s attitude, 
ZKLOVW38DQG3(28DUHEHOLHIVZKLFKOLQNZLWKDWWLWXGHWRIXUWKHUSUHGLFWSHRSOH¶VEHKDYLRXU
intention. This highlights the importance of attitude which plays a determinant role in 
SHRSOH¶s adoption of a system. Being in line with the findings in Davis (1989), previous 
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research indicated that PU is the most significant variable influencing attitude and behaviour 
intention (e.g. Venkatesh and Davis, 1996, Venkatesh and Morris, 2000). In terms of the 
relative impact between PU and PEOU on consumeU¶V DWWLWXGH DQG EHKDYLRXUDO LQWHQWLRQ
research has suggested that PU is a more important factor than PEOU which influences 
attitude formation (Agarwal and Prasad 1999; Venkatesh 2000; Venkatesh and Davis 2000). 
TPB model (Ajzen, 1991) proposed that a perVRQ¶VLQWHQWLRQWRSHUIRUPDSDUWLFXODUEHKDYLRXU
is primarily based on his/her intention to perform the behaviour. Three important factors were 
SURSRVHGWRLQIOXHQFHRQH¶V LQWHQWLRQWRSHUIRUPD behaviour: attitude; subjective norm; and 
perceived behavioural control. $WWLWXGH PHDQV DQ LQGLYLGXDO¶V HYDOXDWLRQ of performing the 
EHKDYLRXU $WWLWXGLQDO EHOLHIV LQIRUP WR IRUPXODWH RQH¶V DWWLWXGH 6XEMHFWLYH QRUP UHIHUV WR
RQH¶VSHUFHSWLRQEDVHGRQ WKHH[SHFWDWLRQVIURPRWKHU LPSRUWDQWSHRSOHVXFKDVRQH¶VFORVH 
social networking including parents, friends, spouse, who concern about the behaviour. 
6XEMHFWLYHQRUPLVGULYHQE\DQLQGLYLGXDO¶VQRUPDWLYHEHOLHIVControl beliefs are the factors 
LQIOXHQFHDQLQGLYLGXDO¶VSHUFHLYHGEHKDYLRXUDOFRQWURO (see Figure 2.2).  
Figure 2.2: The Theory of Planned Behaviour (TPB)  
 
Source: Ajzen (1991) 
It is evident that in TPB model, attitude is one of the important factors that determine 
LQGLYLGXDO¶VLQWHQWLRQWRSHUIRUPDparticular behaviour. This is in line with the proposition in 
TAM that attitude is thHFHQWUDOLPSRUWDQWIDFWRUZKLFKLQGLFDWHVDQLQGLYLGXDO¶VEHKDYLRXUDO
intention. 
Academics (e.g. Martinez-Lopez, 2006; Pavlou and Fygenson, 2006) argued that beliefs 
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elements both in TPB and TAM have not substantially explain the complex individual factors 
WKDW GULYH WR IRUPXODWH RQH¶V SXUFKDVH EHKDYLRXUDO LQWHQWLRQV DW RQOLQH VHWWLQJV Extensive 
beliefs must be put into consideration in order to fully explain the sophisticated determinants 
ZKLFK OLQN ZLWK FRQVXPHU¶V SXUFKDVH LQWHQWLRQV DW RQOLQH VHWWLQJV Pavlou and Fygenson 
SURSRVHGWKDWFRQVXPHU¶VPRWLYHRIacquiring information online drives to formulate 
purchase intention online, and in return LQGLYLGXDO¶VSXUFKDVHLQtention promotes the intention 
to acquiring information. Similar findings were found in other research (e.g. Lee, 2002; So et 
al., 2005; Shim et al., 2001). Pavlou and Fygenson (2006) extended the TPB model by 
proposing that two additional beliefs inform iQGLYLGXDO¶VSHUFHLYHGbehavioural control: self 
efficacy and controllability. Self efficacy means RQH¶V RZQ MXGJPHQW RQ KLVKHU DELOLW\ LQ
performing a behaviour. Controllability means DSHUVRQ¶VRZQMXGJPHQWRQWKHUHVRXUFHVDQG
opportunities to perform the behaviour. A variety of additional beliefs were found influencing 
the variables influencing online purchase intentions (see Figure 2.3). 
 
 
 
 
 
 
 
 
 
 
 
 12 
 
Figure 2.3: Extended TPB Model 
 
Source: Pavlou and Fygenson (2006) 
The critique with the extended TPB model in the context of online purchase behaviour is that 
the authors did not examine the salient beliefs which VLJQLILFDQWO\UHODWHWRFRQVXPHU¶VEHOiefs 
influencing purchase intention. A number of research (e.g. George, 2002, 2004; Monsuwe et 
al., 2004; Bobbitt and Dabholka, 2001) studied and identified the salient beliefs which 
significantly GHWHUPLQH FRQVXPHU¶V SXUFKDVH LQWHQWLRQ at online purchase settings: 
trustworthiness and self-efficacy (George, 2002, 2004); PU, PEOU, enjoyment and trust 
(Monsuwe et al., 2004); perceived risks (Bobbitt and Dabholka, 2001). The issue with those 
findings are that the conclusions are fundamentally retained to be at conceptual level and they 
lacked of studies based on empirical research. The critical point is that the salient beliefs 
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IDFWRUVZKLFKVLJQLILFDQWO\GHWHUPLQHFRQVXPHU¶VSXUFKDVHLQWHQWLRQDWRQOLQHVHWWLQJVQHHGWR
be identified. Those EHOLHIVDUHWKHLQSXWIRUH[DPLQLQJWKHLULPSDFWRQFRQVXPHU¶Vpurchase 
intention of fashion items at online vendor amongst Chinese students. Parallel with the 
conclusions regarding the salient beliefs (George, 2002, 2004; Monsuwe et al., 2004; Bobbitt 
and Dabholka, 2001), the salient beliefs pertinent to this dissertation are found to be PU and 
PEOU (Liao and Shi, 2009; George, 2002, 2004; Monsuwe, 2004; Pavlou, 2001), trust 
(George, 2002, 2004; Goldsmith, 2000; Lee, 2002), perceived risks (Liao and Shi, 2009; 
McKechnie et al., 2006; Chellepa and Pavlou, 2002) and enjoyment (Monsuwe et al., 2004; 
Childers et al., 2001). Attitude is the central indivLGXDO IDFWRU ZKLFK SUHGLFWV FRQVXPHU¶V
purchase intention at online settings (Ajzen, 1991; Davis, 1989).  
Trust and Online Behavioural Intention 
The conceptual interpretation of trust varies based on the different knowledge domain and 
different contexts. Being in line with the context of this dissertation, it is appropriate that the 
social psychological perspective of trust pertinent to the needs of understanding the role of 
trust plays RQFRQVXPHU¶VRQOLQHSXUFKDVLQJEHKDYLRXUAccording to McKnight and Chervany 
(2002), the elements of trust include trusting beliefs and trusting intentions. The importance of 
the role of trust at online settings is due to the relationship between the parties formulating 
trust: the truster and trustee in the context of internet information system, the use of a third 
party and privacy protection (Kong and Hong, 2006; Salo and Karjaluoto, 2007). The online 
WUXVW UHODWLRQVKLS LPSOLHV FRQVXPHU¶V LQWHQWLRQ WR Zhether they wish to participate in 
e-commerce or not (Lee et al., 2006). 
Previous research has revealed numerous findings regarding the determinant variables 
IRUPXODWLQJXVHUV¶ WUXVWDQGWKHUHODWLRQVKLSEHWZHHQWUXVWDQGFRQVXPHU¶VEHOLHIVUHODWHGWR
intention to engage in e-commerce transactions. Through this way the role of trust plays 
WRZDUGFRQVXPHU¶VSXUFKDVHLQWHQWLRQDWRQOLQHVHWWLQJVFDQEHXVHIXOO\GHWHUPLQHGKong and 
+RQJSURSRVHGFRQVXPHU¶VPRWLYDWLRQDQGDELOLW\WRXVHRQOLQHIDFLOLWLes significantly 
determine the outcome of trust. 8VHU¶VPRWLYDWLRQWRXVHWKHRQOLQHYHQGRUVFDQEHSURPRWHG
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E\ WKH XVHUV¶ UHYLHZ RI LQIRUPDWLRQ UHODWHG WR WKH LQWHUQHW YHQGRUV¶ UHSXWDWLRQ structural 
assurance and norms. On the basis of the increasing experiences with the internet vendor, web 
XVHUV¶ DELOLW\ LQ JLYLQJ SURSHU MXGJPHQW RQ WKH LQWHUQHW YHQGRU ZLOO EH HQKDQFHG through 
ZKLFK XVHUV¶ DELOLW\ EHQHYROHQFH LQWHJULW\ WRZDUG WKH ZHEVLWe responsively increase. The 
increasing ability and PRWLYDWLRQWRXVHWKHLQWHUQHWYHQGRUKHOSWREXLOGXVHUV¶ WUXVW WRZDUG
the internet vendor. Pavlou (2003) DUJXHG WKDWXVHUV¶ LQFUHDVLQJRQOLQHFRPPXQLFDWLRQVDQG
experiences (McKnight et al., 2002) in involving with activities on the internet significantly 
determine the decisions of participating online transactions. On the basis of examination of 
TAM factors and the impact of trust, the results imply that trust plays the mediating role on 
FRQVXPHU¶V 38 DQG 3(28 DQG UHGXFLQJ FRQVXPHU¶V SHUFHLYHG ULVNV GXULQJ WKH GLIIHUHQW
stages of online transactions. Salam et al. (2005) also studied the relationship between trust 
DQG7$0IDFWRUVDQGDUJXHGWKDWXVHUV¶SULRUH[SHULHQFHVRQXVLQJWKHwebsite of the online 
YHQGRUVKDYHDQ LPSDFWRQXVHUV¶38DQG3(287KHSRVLWLYHO\ LQIOXHQFHG38DQG3(28
UHODWH WR FRQVXPHU¶V DWWLWXGH WR WKH ZHE YHQGRU 7KURXJK WKH XVHUV¶ SULRU H[SHULHQFHV LQ
internet information exchange relationships, communications during the exchange 
relationships, disposition of trust and institution-based trust, ZHE XVHUV¶ WUXVWLQJ EHOLHIV DQG
the trustworthiness can be significantly formulated.  
The issue with the previous research findings is that the authors only aimed to draw 
conclusions which are useful to the understanding of generic trust theory contributing to web 
XVHUV¶ attitude and behavioural intentions related to online purchasing, but may lack of the 
DSSOLFDELOLW\ LQ H[SODLQLQJ WKH VSHFLILF XVHUV¶ SURILOH LQ SXUFKDVLQg behaviour in certain 
product categories such as fashion and apparel sector. Hence the use of previous findings can 
be functioned as the theoretical basis for examining the role of trust plays toward Chinese 
student consumer group toward their attitude and intentions to purchase fashion products at 
internet vendors in the UK. This dissertation aims to fill the gap in lacking the study on the 
impact of trust on the specific consumer behaviour related to internet fashion retail sector.  
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Perceived Risks in E-commerce 
&XQQLQJKDPGHILQHGWKDWSHUFHLYHGULVNVPHDQVFRQVXPHU¶VSHUFHSWLRQVRIXQFHUWDLQW\
and adverse consequences related to buying a product. Perceived risks in the context of 
internet purchasing behaviour have been mainly referred to as the technological risks incurred 
to web users (Dekimpe et al., 2000). Previous research on the area of perceived risks in the 
context of online purchasing located their attention to the online usage barriers and constraints 
on e-commerce activities (e.g. Lu et al., 2005; Liebermann and Stashevsky, 2002; Chellappa 
and Pavlou, 2002). The preliminary is that to what extent perceived risks generate impact on 
FRQVXPHU¶V DWWLWXGH WRZDUG RQOLQH SXUFKDVLQJ GHFLVLRQV" 7KH IRFXV LV RQ WKH LVVXHV ZKLFK
FRQVWUXFW FRQVXPHU¶s perceived risks through which the extent of the impact of perceived 
ULVNV FDQ EH GHWHUPLQHG ,W KDV EHHQ IRXQG WKDW µSULYDF\¶ -RQHV DQG &DUOVRQ  DQG
security (Lu et al., 2005; McKechnie et al., 2006) are the components significantly related to 
FRQVXPHUV¶ SHUFHLYHG ULVNV To be more specific, Liebermann and Stashevsky (2002) 
proposed a nine-component perceived risk model, in which the risk elements encompass the 
two broad factors of perceived risks (see Table 2.1).  
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Table 2.1: Nine-element Perceived Risk Model 
No. Risk element 
1 Internet credit card stealing 
2 Supplying personal information 
3 Pornography and violence 
4 Vast internet advertising 
5 Information reliability 
6 Lack of physical contact 
7 Not supplying products purchased 
8 Missing the human side of purchase 
9 Internet usage addiction 
Source: Liebermann and Stashevsky (2002) 
The impact of the perceived risks elements have been studied in previous research. In terms of 
the impact of security issue of perceived risks, Lu et al. (2005) posited that security is the 
major factor in perceived risks which has an impact on XVHUV¶ intentions of using online 
applications. Chellappa and Pavlou (2002) argued that information security is the fundamental 
variable strongly influences FRQVXPHU¶VWrust in e-commerce transactions. Privacy is mediated 
by the extent of information security. ,QWHUPVRIWKHSULYDF\LVVXHFRQFHUQHGE\FRQVXPHU¶V
perceived risks, Jones and Carlson (2001) examined the privacy related facts amongst email 
users and found that a large proportion of users concern the privacy and information security. 
These factors have become the barriers to the activities engaging in e-commerce for the email 
users. 
The critique to the studies in the domain of perceived risks in the context of online purchasing 
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settings is that on the one hand, the research findings are made primarily by only focusing on 
the issues of perceived risks factors themselves rather than studied the association between 
perceived risks elements and beliefs such as TAM factors and other beliefs related to 
FRQVXPHU¶V DWWLWXGH WRZDUG SXUFKDVLQJ RQOLQH e.g. Chellappa and Pavlou, 2002; Lu et al., 
2005; Liebermann and Stashevsky, 2002). On the other hand, the studies on the impact of 
perceived risks factors have been focused on different applicable fields such as general 
internet usage (Liebermann and Stashevsky, 2002), financial services (Chellappa and Pavlou, 
2002) and internet anti-virus applications (Lu et al., 2005). The research lacks of the findings 
in WKH GRPDLQ RI WKH SHUFHLYHG ULVNV¶ LPSDFW RQ FRQVXPHU¶V LQWHQWLRQ WR SXUFKDVH DW RQOLQH
settings. In order to fill this gap, this dissertation aims to apply the perceived risks findings as 
the theory so as to explore the impact on Chinese student customer JURXS¶V attitude and 
intention to purchasing fashion and apparel products online, through which useful conclusions 
can be made.  
Impact of Enjoyment on Online Purchasing 
'DYLVHWDOSURSRVHGWKDWHQMR\PHQWLVRQHRIWKHYDULDEOHVWKDWLQIOXHQFHFRQVXPHU¶V
attitude and intention to purchase online. The notion of enjoyment refers to the social and 
experiential aspects of e-shopping (Davis, 1992). Consideration of the effects of the 
enjoyment factor is based on the thinking of the fashion and apparel internet vendors since 
consumers may interact with the website information factors through which the influence of 
enjoyment can be taken into effects. Previous research did reveal positive relationship 
EHWZHHQ HQMR\PHQW DQG FRQVXPHU¶V DWWLWXGH RQ RQOLQH VSHQGLQJ 'HQQLV DQG +DUULV 
and attitude toward e-shopping as an effective purchase channel (Childers et al., 2001). 
Childers et al. (2001) argued that hedonic aspect of e-commerce plays an equal role to the 
instrumental aspects, as enjoyment was found to have consistent influence on attitudes due to 
enjoyment indicates more significant meaning related to the web environment comparing to 
the traditional shopping environment. Dennis and Harris (2008) contended that attractive web 
design improves e-VKRSSHUV¶ SOHDVXUH RI website and it may replicate traditional mall 
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experiences which lead to satisfied consumers. In terms of the relationship between 
enjoyment and TAM factors, Burner and Kumar (2005) found that enjoyment shows more 
significant impact on consumer¶V adoption of Internet facilities than PU. Van der Heijden and 
Verhagen (2004) argued that RQWKHEDVLVRIWKHHIIHFWVRI7$0IDFWRUVRQFRQVXPHU¶VDWWLWXGH
toward online purchasing, enjoyment LVDIDFWRURIUHLQIRUFHPHQWRQIRUPXODWLQJFRQVXPHU¶s 
positive attitude through which purchase intentions can be significantly determined.  
However, a number of research posited that the extent to which enjoyment takes into effects is 
much determined by the different types of consumers interacted with different types of 
product categories. For instance, Sanchez-Franco and Roldan (2005) argued that goal-directed 
web users are strongly driven by extrinsic motives and focused on decision-making process 
whereas experiential users are more intrinsically motivated by the process. This means 
goal-GLUHFWHG FRQVXPHUV¶ are likely to be influenced by information related to functional 
attributes of the products at internet vendors and their purchase intention can be formulated, 
whereas experiential web users are more likely to be influenced by the information derived 
from emotions and affect of the internet vendors so as to formulate their purchase intentions. 
Previous research may lack of the attention on the study on the effects of enjoyment on 
FRQVXPHU¶V DWWLWXGH DQG SXUFKDVH LQWHQWLRQV RQ IDVKLon and apparel internet vendors. The 
previous findings only provide a theoretical foundation for investigating the different types of 
consumers their perceptions of website through which the impact of enjoyment can be 
determined (Sanchez-Franco and Roldan, 2005). This dissertation attempts to explore the 
extent to which the impDFWRIHQMR\PHQWRQ&KLQHVHVWXGHQWFRQVXPHU¶VSXUFKDVHLQWHQWLRQRQ
fashion and apparel products through online purchasing.  
Attitude at Online Purchase Settings 
Attitude has been proposed as the robustly endurable consumer behavioural factor which 
indicaWHV FRQVXPHU¶V JHQHUDO SUHIHUHQFH UHODWHG WR SURGXFW FKRLFH 6RORPRQ HW DO 
&ODVVLF DWWLWXGH WKHRU\ SURSRVHG WKDW LQGLYLGXDO¶V DWWLWXGH UHIHUV WR WKH EHOLHIV KHOG IRU WKH
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attitude object based on the attributes of the object (Fishbein and Ajzen, 1975). Pavlou and 
Fygenson (2006) proposed that the notion of attitude at online purchasing settings is the 
FRQVXPHU¶VHYDOXDWLRQRQWKHLQWHQWLRQWRSXUFKDVHSURGXFWVIURPDQLQWHUQHWYHQGRU$WWLWXGH
at online purchase settings has been found to be of signLILFDQWHIIHFWVRQFRQVXPHU¶VLQWHQWLRQ
to shopping at the internet vendor (Kim et al., 2003; Watchravesringkan and Shim, 2003; 
Shim et al., 2001; )HQHFKDQG2¶&DVVdue to the findings that attitude is found to be 
DVVRFLDWHG ZLWK FRQVXPHU¶V LQWHQWLRn to information search at online settings (Seock and 
Norton, 2007) and purchase intention (Evans et al., 1996). This is evident in terms of the 
significant role of attitude plays at online purchasing settings since many of the previous 
research located their attention on the purchase behaviour on purchasing fashion clothing at 
web vendors (e.g. Seock and Norton, 2007; Watchravesringkan and Shim, 2003; Kim and 
Park, 2005; Kim et al., 2003). The issue with those research is that the sampling strategy in 
the literature only tapped the regions such as USA (e.g. Seock and Norton, 2007; Kim and 
Park, 2005). The market conditions in the UK and consumer behavioural factors of Chinese 
students in the UK may differ significantly from the sample in the previous studies. This 
JHQHUDWHVDJDSWKDWUHVSRQVLYHFRQFOXVLRQVQHHGWREHGUDZQUHJDUGLQJ&KLQHVHVWXGHQWV¶DVD
customer group their behavioural responses toward purchasing at online fashion vendors.  
The notion of attitude will be used as the central consumer behavioural factor in the 
FRQFHSWXDOPRGHOEDVHGRQWKHSUHYLRXVUHVHDUFKWKDWLWVLJQLILFDQWO\GHWHUPLQHVFRQVXPHU¶V
behavioural intentions at internet purchase settings.  
Summary 
Previous research on studying the impact of TAM factors including PU and PEOU, trust, 
perceived risks and enjoyment RQ FRQVXPHU¶V DWWLWXGH DQG SRWHQWLDO SXUFKDVH LQWHQWLRQ at 
online retail settings have reached enriched and insightful findings on the extent to which the 
impact of each of the variables. The significance of the findings lies at that the research 
highlights the predominant role of the factors of TAM, trust, perceived risks and enjoyment 
WKHLULQIOXHQFHRQFRQVXPHU¶VDWWLWXGHDQGSXUFKDVHintention toward online vendors. The gap 
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is that little research has tapped the area of studying the influence of the factors in an 
LQWHJUDWHGZD\WRZDUGFRQVXPHU¶VSXUFKDVHLQWHQWLRQV toward particular product category at 
online settings such as fashion and apparel goods. In the mean time, the sampling used for 
previous studies lacked of the frame of Chinese students as a customer group in an 
international market which differs from the context of their home country. On the basis of this 
gap, the dissertation aims to fill this by reaching new findings through which the aim of 
developing managerial implications on how to effectively targeting and marketing to the 
specific customer group for online fashion vendors in the UK.  
Conceptual Framework 
On the basis of the key themes of the literature review, the conceptual framework is 
developed into Figure 2.4. 
Figure 2.4: Conceptual Framework 
 
 
 
 
 
 
 
 
 
 
On the basis of the literature review, the hypothesis which aim to test the relationship of the 
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variables are established as the following: 
H1 3HUFHLYHGXVHIXOQHVVSRVLWLYHO\LQIOXHQFHVFRQVXPHU¶VDWWLWXGHWRZDUGSXUFKDVLQJIDVKLRQ
items at online vendors; 
H2 Perceived ease of use is positively related to coQVXPHU¶V DWWLWXGH WRZDUG SXUFKDVLQJ
fashion items at online vendors; 
H3 3HUFHLYHG XVHIXOQHVV KDV VWURQJHU LPSDFW RQ FRQVXPHU¶V DWWLWXGH WRZDUG SXUFKDVLQJ
fashion items at online vendors comparing to perceived ease of use; 
H4 &RQVXPHU¶s trust positively relates to the beliefs in perceived usefulness; 
+&RQVXPHU¶VWUXVWSRVLWLYHO\UHODWHVWRWKHEHOLHIVLQSHUFHLYHGHDVHRIXVH 
H6 &RQVXPHU¶V WUXVW SRVLWLYHO\ LQIOXHQFHV DWWLWXGH WR SXUFKDVH IDVKLRQ FORWKLQJ SURGXFWV DW
internet vendors; 
H7 &RQVXPHU¶V personal information protection positively relates to trust toward internet 
fashion vendors; 
H8 Online payment security positively relates to trust toward internet fashion vendors; 
+ &RQVXPHU¶V FUHGLW FDUG LQIRUPDWLRQ VHFXULW\ LV SRVLWLYHO\ UHODWHG WR LQWernet fashion 
vendors; 
H10 (QMR\PHQWRIZHEVLWHVRIWKHLQWHUQHWIDVKLRQYHQGRUVLVSRVLWLYHO\UHODWHGWRFRQVXPHU¶V
attitude toward purchase at the vendors. 
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Methodology 
This chapter designs the research methods that comply with the needs of the dissertation. In 
order to offer an integrated view of the development of the research methods, the process of 
designing the research methods is planned into the following steps:  
(1) Evaluates the advantages and disadvantages of the two research approaches based on 
relevant research philosophy.  
(2) Evaluates and selects the specific research approach which fits with the needs of the 
dissertation. 
(3) Explains the critical research approach including data collection method, data analysis 
method. 
(4) Designs the sampling strategy that is in line with the needs of the dissertation. 
(5) Explains the research ethics that guarantee the quality of the research. 
Evaluation of Research Approaches 
In the realm of research philosophy, the two positions which indicate quantitative research 
approach and qualitative research approach are defined as positivism and interpretivism 
(Burrell and Morgan, 1979). Positivism means the way of understanding a social phenomenon 
is through identifying the units consisting of the social construct, and analysing the 
phenomenon existed within the social constructs and the relationships between the social 
constructs. In contrast, interpretivism refers to the way of understanding a social phenomenon 
WKURXJKWKHUHVHDUFKSDUWLFLSDQWV¶VXEMHFWLYHYLHZVDERXWWKHSKHQRPHQRQThus quantitative 
research approach is derived from positivism, and qualitative research approach is gained 
from interpretivism.  
In order to select the most appropriate research approach which is in line with the research 
needs of the dissertation, it is considered critical that the advantages and disadvantages of 
quantitative research approach and qualitative research approach are evaluated. The outcome 
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of the evaluation combines with the perception of the nature of the research topic assist in 
determining the research approach which best delivers the research results (Saunders et al., 
2006). The following respectively evaluates the advantages and disadvantages of quantitative 
research approach and qualitative research approach on the basis of the characteristics of the 
two research approaches.  
First, the characteristics of quantitative research method have been described that it uses 
relevant statistical algorithms in order to describe, test and assess the causal relationships in a 
form of objective and systematic process on the basis of the numerical quantitative data 
collected (Burns and Grove, 1987). Hence the questions being asked in response to the 
research thesis DUH RIWHQ µKRZ PXFK¶ RU µKRZ RIWHQ¶ TXHVWLRQV LQ RUGHU WR GHWHUPLQH WKH
frequencies or level of significance to the questions reflected amongst the participants to the 
research (Amaratunga et al., 2002).  
The advantages and disadvantages of quantitative research approach have been discussed in 
previous research (e.g. Reason and Rowan, 1981; Matveev, 2002; Miles and Huberman, 1994). 
Reason and Rowan (1981) commented that the research results used by quantitative research 
approach are concise and easy to understand, and the results are replicable to the use of 
subsequent research in related field. Matveev (2002) offered an integrated view of the 
advantages and disadvantages of both quantitative research and qualitative research, in which 
the advantages of quantitative research approach are summarised as:  
x The dependent and independent variables for the measurement of the research 
questions are defined precisely through which the research results can be easier to be 
analysed by using relevant analytical algorithms. 
x By using deductive reasoning analysis approach through establishing hypothesis and 
testing the research results, the research results show a high level of objectivity 
through determining the causality of the issues being researched.  
x Through using quantitative data collection methods such as controlled observations, 
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laboratory experiments, surveys, or other data collection methods, the research results 
enable a high level of reliability by minimising the subjectivity of the research. 
x The research results by using a quantitative research approach allow longitudinal 
measures of the performance of the subsequent research subjects. 
Disadvantages of quantitative research approach also are given in previous research. Miles 
and Huberman (1994) argued that quantitative research approach does not have the 
functionality of explaining the underlying meaning of a specific topic or certain social settings. 
Bryman and Bell (2007) agreed with this by positing that due to the deductive-hypothetical 
analysis pattern adopted by quantitative research approach, the results of quantitative research 
only reflect the causal relationships between the elements of the social construct, but lack of 
explaining the particular contexts and reality of the social construct which is different from 
other social settings. Matveev (2002) added that other than the lack of contextual 
interpretation, researchers can find it difficult to control the environment during the data 
collection when the participants give answers to the questions. In the mean time, due to 
quantitative research approach uses closed questions and structured format, the results by 
using quantitative research approach are limited to the questions outline in the proposal rather 
than adding new insights to the questions being researched.  
Second, the feature of qualitative research approach has been defined as it is a type of flexible 
research approach concerns about WKH VLWXDWLRQV RI LQGLYLGXDO¶V JURXS QRUPV VRFLHWLHV DQG
organLVDWLRQV¶ everyday life (Saunders et al., 2006). Amaratunga et al. (2002) contended that 
TXDOLWDWLYHGDWDRIWHQVWUHVVHVRQSHRSOH¶VGHVFULSWLRQVRIOLIHH[SHULHQFHVDQGWKHH[SHULHQFHV
DUH WKH OLQNHGZLWKSHRSOH¶VSV\FKRORJLFDO DFWLYLWLHV VXFKDVSUHMXGJPHQWV SUHVXSSRVLWLRQV
assumptions and perceptions. Hence the advantages of qualitative research approach lies at 
that it enables to reflect the truthfulness of social construct being researched comparing to 
quantitative research (Bryman and Bell, 2007). Qualitative research approach is believed to be 
close to thHFRQVWUDLQWVRISHRSOH¶VHYHU\GD\OLIHFRPSDULQJWRTXDQWLWDWLYHUHVHDUFKSaunders 
et al., 2006). Matveev (2002) concluded that qualitative research offers an integrated view of 
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the social constructed being studied through which the insights about the social phenomenon 
are broadened.  
Nonetheless, a number of disadvantages of qualitative research approach have been proposed 
by academics. For instance, Matveev (2002) contended that the result of qualitative research 
can be highly subjective due to the analysis of qualitative data often cloaked with the 
UHVHDUFKHU¶VHWKLFDOIUDPHZRUNDQGHPRWLRQV7KHUHOLDELOLW\RITXDOLWDWLYHUHVHDUFKLVUDWKHU
low due to the various probing techniques that the researcher employs and the varied answers 
given by the participants. Parker (1999) argued that misunderstanding arises from qualitative 
research causes the misleading interpretation of the research questions, especially in 
cross-cultural qualitative research due to the language barrier or problems in translation.  
The selection of the specific research approach fits with the needs of the dissertation is 
justified according to the characteristics, the advantages and disadvantages of the two research 
approaches aligned with the features of the research topic. The research questions regulate 
two sets of sub-TXHVWLRQVRQHLVWRGHILQHWKHFULWLFDOLQGLYLGXDOIDFWRUVLQIOXHQFHFRQVXPHU¶V
purchase decision-making on fashion products at online fashion vendors, and the other one is 
to assess the extent to which the individuDO IDFWRUV FULWLFDOO\ LQIOXHQFH &KLQHVH VWXGHQWV¶
purchase decision-making on fashion products at online fashion vendors in the UK market. 
The first question is not a type of question concerning the causal relationship between 
independent variables and dependent variables, but attempting to explore the influential 
factors. 7KH HIIHFWLYH ZD\ RI ILQGLQJ WKH IDFWRUV ZKLFK FULWLFDOO\ LQIOXHQFH FRQVXPHU¶V
purchase decision-making at online settings is considered secondary research through 
reviewing of the previous research findings (Bradley, 2007). Gummesson (2000) commented 
that referring previous knowledge EXLOGVDµSUH-XQGHUVWDQGLQJ¶RIWKHNH\LVVXHVHYROYHGZLWK
the research topic through which the researcher will be able to analyse the primary data on the 
basis of the knowledge built during the secondary research process. This is a conceptual 
understanding process in the domain of qualitative research characterised by exploring the 
key factors influence the factor of measurement in an inductive way. The second research 
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question concerns about the causal relationship between the influential variables and the 
variables for measurement toward the topic being studied. It shows that the question aims to 
examine the causality between the specified variables and consumer decision-making factors 
through which useful conclusions can be made. It is considered a quantitative research 
method is more appropriate to effectively examine the relationships between the variables. 
This is due to that through the process of the secondary research applied for the first research 
question, the YDULDEOHVZKLFKLQIOXHQFHFRQVXPHU¶VGHFLVLRQ-making have been considerably 
specified. In the mean time, due to the nature of the second question indicates a causal 
relationship between the variables, it is appropriate to use quantitative research approach by 
measuring the relationships between the variables through which findings with a considerably 
high level of accuracy can be achieved. 
Research Design 
In response to the preceding evaluation of the two research approaches and the selection of 
the specific research approach critically fits with the needs of the dissertation, the process of 
the research design involves with the data analysis method and data collection method 
specifically for the quantitative research method. 
Data Analysis Method 
The statistical data test technique which is used to effectively test the hypothesis needs to be 
discussed and selected. This is useful for effectively assessing the causal relationships 
between the variables. Malhotra and Birks (2006) defined that three types of quantitative data 
statistical techniques have been identified: unvariate, bivariate or multivariate. Unvariate 
technique means a single measurement is used for each variable of the sample, or several 
measurements are used when each of the variables is isolated. Bivariate technique means two 
variables are analysed each time through which the existence of relationship between the two 
variables is able to discover. Multivariate technique refers to the analysis of two or more 
measurements on each variable, and the variables are simultaneously analysed. It is evident 
 27 
 
that the bivariate technique is appropriate for this dissertation. The conceptual model 
illustrates that the single measurement for the examination is attitude. The model sets the 
relationships between the variables of TAM factors (PU and PEOU), trust, enjoyment with the 
factor of measurement ± attitude, and the relationship between perceived risks and trust which 
may moderate the effects on attitude. The examination is implemented according to the 
relationship of two variables, and it shows the features of a typical bivariate technique.  
The next step concerns the critical statistical technique applied to the dissertation for the 
purpose of quantitative data analysis. According to Malhotra and Birks (2006), in quantitative 
marketing research, there are two types of data fit with unvariate technique: metric data and 
non-metric data. Metric data are measured based on an interval or ratio scale, whereas 
non-metric data are measured based on a nominal or ordinal scale. This dissertation primarily 
uses metric data which are measured on an interval scale. Selection of this is based on the 
characteristics of the variables that the interval scale is measured is effective in examining the 
extent of the impact on consumHU¶VDWWLWXGHZKLFKUHODWHVWRWKHLUSRWHQWLDOSXUFKDVHLQWHQWLRQ
at online fashion retail settings.  
Bryman and Bell (2007) argued that in order to drive the quantitative research to be powerful 
through which the data analysis results will be with more confidence and more reliable. This 
drives to use a method entails assessing the accuracy of the relationships between the defined 
variables by which the causality of the variables shows a high level of reliability. The theory 
of statistical significance is considered highly effective in terms of examining the accuracy of 
the test results. Confidence and reliability of the data analysis results are therefore 
responsively high on the basis of determining the level of statistical significance. According to 
Bryman and Bell (2007), there has been a process of establishing the statistical significance 
which assists in accurately testing the hypothesis. The steps in the process are described as: 
the first step is a null hypothesis is set. The meaning of null hypothesis is that there is not a 
relationship between the independent variables and dependent variables being measured. The 
second step is set up the legitimate statistical significance level. According to Bryman and 
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Bell (2007), the conventional level of statistical significance to the domain of business 
research is less than 0.05 and 0.01 (Bradley, 2007). The statistical significance level uses 
µSUREDELOLW\¶YDOXHZKLFKLVDEEUHYLDWHGDVµS¶YDOXHS<0.05 and p<0.01.  
The statistical data analysis technique which is used for the dissertation is selected to be linear 
regression analysis (Malhotra and Birks, 2006). Linear regression refers to an approach which 
aims to model the relationship between a dependent variable and one or more independent 
variables. One of the distinctive characteristics of linear regression approach is that unknown 
model parameters can be estimated from the data. The unknown parameters which depend on 
the linear model are easier to fit with the model comparing to the non-linear parameters. This 
explains that the statistical results of the resulting estimators are easier to determine the 
probability distribution of the dependent variable by the given independent variable(s). 
Statistical factors which importantly determine the interpretation of the regression analysis 
results are:  
x Coefficient of determination (R square): this measure indicates the variability of 
dependent variable which can be explained by independent variable in order to 
determine the level of fitness of the regression line; 
x Statistical significance (p): the standard statistical significance which explains the 
confidence interval where level of 0.05 represents 95% confidence interval and 0.01 
means 99% confidence interval; 
x Standardised coefficient (R): the expected change in the dependent variable per 
standard deviation in the predictor variable; 
x Regression residual: this measures the unknown parameter which estimates the fitness 
to the regression model. 
The process of the regression model analysis for the dissertation is explained as:  
x Establish the dependent variable and independent variable based on the hypothesis 
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needs to be tested; 
x The scatter graph of the set variables is displayed through which the linear relationship 
of the variables will be able to be determined;  
x Regression analysis is implemented in which the important statistical measures are 
indicated in the regression analysis tables; 
x Interpret the important statistical measures of the regression model in order to 
determine the probability distribution (Malhotra and Birks, 2006) 
The process of implementing the display of the relationships of the variables and the 
measurement and the result of regression WHVWXVHVµ6366IRU:LQGRZV¶VRIWZDUH (Bryman and 
Bell, 2007). This software has the strength of drawing the data in a direct, concise form. On 
the basis of the relationship of the variables being displayed, as well as the results of the linear 
regression test, findings are able to develop to reach the conclusions for the dissertation.  
Data Collection Method 
Self-completion questionnaire will be used as the data collection method (Saunders et al., 
2006). The researcher prepares a list of the questions in line with the key themes and the 
hypothesis established based on secondary research. Questions are presented by using interval 
scales through which the answers indicate the extent to which the influence the variables 
entailed in the questions is suggested by the participants. Use of this type of questionnaire has 
the strength of easy to answer the questions, the clarified questions, and it is easy for the 
researcher to make comparisons (Bryman and Bell, 2007). The survey instrument adopts 7- 
points Likert scale. The 7-point likert scale is applied using different scales in order to match 
the needs from the questions being asked. The first type of scale concerns the various degrees 
that participants hold the beliefs toward the variable being examined. For instance, when 
asking the attitude toward online fashion purchasing, the different levels are 1 = strongly 
negative, 4 = neutral, and 7 = strongly positive. The second type of scales concerns the 
degrees to which participants perceive the relationship of the variables being studied. For 
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example, when asking the perceptions on the relationship between PU and attitude, the 
different levels are 1 = strongly disagree, 4 = neutral, and 7 = strongly agree. Modes of 
administration for distributing the questionnaire are designed to be face-to-face and email. 
The reason for using the two modes of administration is explained in the subsequent sampling 
strategy for the dissertation. 
Sampling Strategy 
The sampling approach used for this dissertation is simple random sampling. Random 
sampling is the approach that the sub-set of the sample frame is given equal opportunity in a 
given size of population (Saunders et al., 2006). Since the target population for the study of 
the dissertation is designed to be Chinese students studying in the UK 
universities/colleges/institutions, the size of the sample frame is considerably regulated based 
on the target population. Random sampling strategy enables to examine the results with a high 
level of fairness and justice since each of the sub-sets of the sample frame is treated equally. 
Access to the target sample frame is through contacting personal contact in the university, and 
the personal contact also use their personal contact through which an expanded network of 
participants is formulated. Questionnaires can be distributed through email or face-to-face to 
those contacts by which the participants find interests in filling to answer the questions. 
Another way of accession is that the researcher stands at entry into student accommodations 
where students commute. The researcher randomly asks the students whose physical feature 
show Asian ethnic and confirm whether they are Chinese students so that the data collection 
can proceed. This is an alternative option when the number of primary data collected by using 
the first method of accessing target sample is not adequate. The number of participants is 
designed to be 160 Chinese students. The age of the target sample is ranged from 18 to 32 
years old. The response rate aims to account for 70 percent in minimum in order to ensure 
data validity (Bryman and Bell, 2007).  
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Research Ethics 
The major concerns about the research ethics for this dissertation are found to be into three 
areas: the first is the protection of the confidentiality of the research and the anonymity of the 
SDUWLFLSDQWV WKH VHFRQG LV WKH SURWHFWLRQ RI WKH SDUWLFLSDQWV¶ ULJKWV DQG WKH WKLUG LV WKH
informed consent. The confidentiality issue of the research lies at the mode of administration 
which is email and face-to-face questionnaire. The mode of email communication concerns 
WKHSDUWLFLSDQWV¶SULYDF\ULJKWUHODWHGWRSHUVRQDOGDWD7KHHPDLOFRPPXQLFDWLRQLVDJUHHGE\
the participants prior to the progress of the primary data collection. The anonymity of the 
research is protected by stating to the participants that the information collected will not be 
released to a third party but only limit to the research use. The researcher at no circumstance 
enforces the participants to proceed with the research without any prior communications 
DERXWWKHSDUWLFLSDQW¶VFRQVHQWRIWKHUHVHDUFK  
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Discussions 
The data collection process attempted collecting 152 surveys (n = 152). All the surveys are 
valid and they meet the set criteria in the sampling strategy. The number of surveys is valid 
since it outnumbers the minimum level of 70% of the target population (n = 112). The data 
analysis and findings are based on the set hypothesis. 
TAM and Attitude toward Fashion Purchase 
Perceived usefulness (PU) and perceived ease of use (PEOU) are the two factors in TAM 
theory (Davis, 1989) which may positively relate to Chinese sWXGHQWV¶ DWWLWXGH WRZDUG
purchasing fashion clothing products at internet vendors. The two factors are connected with 
DWWLWXGHZKLFKSUHGLFWVFRQVXPHU¶VEHKDYLRXUDOLQWHQWLRQLQWKe settings of internet purchase. 
5HVXOWVRI WKH WHVWRI WKH LPSDFWRI WKH WZR IDFWRUVRQ&KLQHVHVWXGHQWV¶DWWLWXGHPD\EULQJ
significant meaning about purchase behaviour at internet fashion retailing settings in the UK 
market. 
Figure 4.1: Scatter Graph of PU and Attitude 
 
The scatter graph shows that the patter of the distribution of the values is scattered and does 
not robustly congregate toward a central line. There is a residual value which locates at (7:1). 
This point is distant from the key region where the crossing values congregate. Thus it can be 
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justified that linear regression analysis is useful to determine the extent of the relationship 
between the two variables. TAM factors (PU and PEOU) are set as independent variables 
which take effects on attitude, which is set as dependent variable as the measure of the extent 
of the relationship. 
Figure 4.2: Regression of PU and Attitude 
 
Model Summaryb 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate Durbin-Watson 
1 .513a .263 .258 .91704 2.207 
a. Predictors: (Constant), PU 
b. Dependent Variable: attitude 
 
ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 45.059 1 45.059 53.580 .000a 
Residual 126.145 150 .841 
  
Total 171.204 151 
   
a. Predictors: (Constant), PU 
b. Dependent Variable: attitude 
 
Coefficientsa 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 2.313 .466 
 
4.967 .000 
PU .596 .081 .513 7.320 .000 
a. Dependent Variable: attitude 
 
Judgment of the test in terms of the robustness of the relationship between the two variables 
needs to examine the statistical data results in Figure 4.2. In the regression model summary, 
R2 = 0.263, and this value explains that the proportion of the variance of dependent variable 
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(attitude) which can be explained by the independent variable (PU) is 26.3%. The rather low 
R2 value hints that the degree of variance of dependent variable does not considerably fit with 
the regression line. However, the significance level of the regression is 0.000<0.01 which is 
highly confident significance of the regression. Standard coefficient is 0.513, with the 
significance level of coefficient retains to be 0.000<0.01. The standard coefficient value 
shows a robust positive relationship between PU and attitude (Buda and Jarynowski, 2010).  
Due to the rather weak confidence indicated by R2 that degree of variance of attitude is 
considerably unfitted with regression line, it is identical that the residual analysis needs to be 
implemented through which the fitness of the regression of dependent variable and 
independent variable is determined. The model summary shows that Durbin-Watson = 2.207, 
which is a value close to standard Durban-Watson value 2. This means the relationship of the 
residuals is independent. Residual analysis indicates that the residual shows a standard linear 
pattern (Figure 4.3) which proves the low variability of residual to the regression line. Thus 
this leads to the validity of the regression result as the measure to the relationship between the 
independent variable and the dependent variable. 
Figure 4.3: Residual Analysis for PU and Attitude 
Residuals Statisticsa 
 
Minimum Maximum Mean Std. Deviation N 
Predicted Value 3.5051 6.4855 5.6776 .54626 152 
Residual -3.48547 1.70668 .00000 .91400 152 
Std. Predicted Value -3.977 1.479 .000 1.000 152 
Std. Residual -3.801 1.861 .000 .997 152 
a. Dependent Variable: attitude 
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In overall it can be justified that given the rather low R2 value, the residual analysis indicates 
a high level of confidence which supports the positive relationship between the independent 
variable and dependent variable. Hence the extent of the relationship between PU and attitude 
can be further justified by the standard coefficient value = 0.513, and the test significance 
level = 0.000 ˘ 0.01. The regression data result implies that there is a positive relationship 
between PU and attitude. This result proves that H1 is a valid hypothesis. 
The regression of PEOU and attitude is shown in Figure 4.4. 
Figure 4.4: Regression of PEOU and Attitude 
Model Summaryb 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate Durbin-Watson 
1 .531a .282 .277 .90552 1.806 
a. Predictors: (Constant), PEOU 
b. Dependent Variable: attitude 
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ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 48.209 1 48.209 58.794 .000a 
Residual 122.995 150 .820 
  
Total 171.204 151 
   
a. Predictors: (Constant), PEOU 
b. Dependent Variable: attitude 
 
Coefficientsa 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 3.027 .353 
 
8.567 .000 
PEOU .495 .065 .531 7.668 .000 
a. Dependent Variable: attitude 
 
The model summary shows that R2 = 0.282. The variance in the dependent variable (attitude) 
can be explained by the independent variable (PEOU) is only 28.2%. This requires the 
analysis on the residual in order to determine the extent of the relationship between PEOU 
and attitude. Durban-Watson value = 1.806 is close to standard value = 2, and it shows that 
the relationship of residuals is independent. 
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Figure 4.5: Residual Analysis of PEOU and Attitude 
 
The residual shows a positive relationship between the independent variable (PEOU) and 
dependent variable (attitude) that the relationship shows a linear pattern. This considerably 
supports the regression data result by identifying that standard coefficient value = 0.531, 
regression test significance level = 0.000 ˘ 0.01. The regression data result indicates that 
there is a significantly positive relationship between PEOU and attitude. Hence this explains 
that H2 is also a valid hypothesis. 
The regression analysis on the relative impact of PU and PEOU on attitude can be determined 
by using multi-variant regression analysis. This can be processed by using stepwise method 
which initially identities whether one of the two independent variables (PU and PEOU) has a 
relationship with the dependent variable (attitude). The regression data result is shown in 
Figure 4.6. 
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Figure 4.6: Multi-variant Regression Results for PU, PEOU and Attitude 
Model Summaryc 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate Durbin-Watson 
1 .531a .282 .277 .90552 
 
2 .689b .475 .468 .77660 1.947 
a. Predictors: (Constant), PEOU 
b. Predictors: (Constant), PEOU, PU 
c. Dependent Variable: attitude 
 
ANOVAc 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 48.209 1 48.209 58.794 .000a 
Residual 122.995 150 .820 
  
Total 171.204 151 
   
2 Regression 81.340 2 40.670 67.434 .000b 
Residual 89.864 149 .603 
  
Total 171.204 151 
   
a. Predictors: (Constant), PEOU 
b. Predictors: (Constant), PEOU, PU 
c. Dependent Variable: attitude 
 
Coefficientsa 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 3.027 .353 
 
8.567 .000 
PEOU .495 .065 .531 7.668 .000 
2 (Constant) .436 .463 
 
.943 .347 
PEOU .434 .056 .465 7.756 .000 
PU .517 .070 .445 7.412 .000 
a. Dependent Variable: attitude 
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Excluded Variablesb 
Model Beta In t Sig. Partial Correlation 
Collinearity 
Statistics 
Tolerance 
1 PU .445a 7.412 .000 .519 .978 
a. Predictors in the Model: (Constant), PEOU 
b. Dependent Variable: attitude 
 
The regression model summary shows that R2 value for the adjusted model (R2 = 0.468) is 
greater than that of model 1 (R2 = 0.277). This explains that a higher level of confidence is 
derived since the percentage of changeable dependent variable which can be explained by 
independent variable increases. Since both of the two regression models is statistically 
significant (both p = 0.000 ˘ 0.01), the examination first focuses on the standard coefficient 
value in the adjusted model (model 2). The coefficient table shows that the coefficient value 
for independent variable PEOU is 0.465, and variable PU is 0.445, and both of the probability 
is statistically significant (p = 0.000 ˘ 0.01). ,W VKRZV WKDW 3(28¶V VWDQGDUG FRHIILFLHQW
value is greater than that of PU. This may suggest that PEOU is relatively a more significant 
factor relate to attitude comparing to PU. Examination of the original model also supports this 
finding. In regression model 1, PU is identified to be an excluded variable which may add into 
the model through the process of stepwise. The coefficient value for PEOU in model 1 = 
0.531, which is greater than that of PU as the excluded variable = 0.519. Both of the two 
variables are statistically significant (p = 0.000 ˘ 0.01). 
The conclusion is drawn primarily based on the adjusted model which shows PEOU can be a 
PRUH VLJQLILFDQW IDFWRU LQIOXHQFHFRQVXPHU¶V DWWLWXGH WRZDUGSXUFKDVLQJ IDVKLRQFORWKLQJ DW
internet vendors comparing to PU. The relative significance of the impact between PU and 
PEOU on attitude does not show a significant difference. This means H3 appears to be 
insignificant. The finding does not agree with the findings that PU is a more important factor 
than PEOU which influences attitude formation (Agarwal and Prasad 1999; Venkatesh 2000; 
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Venkatesh and Davis 2000).  
Hence the regression analysis for TAM factors and attitude indicates that despite R2 of PU and 
PEOU does not significantly indicate a high fitness to the regression line, the residual analysis 
supports the fitness of the variables to the regression line and thus it supports the regression 
coefficient based on the statistical significance derived for the regression model and 
regression coefficients of the two variables. The regression results suggest that both PU and 
PEOU have a positive relationship with attitude to purchasing fashion clothing products at 
internet vendors. This finding agrees with previous research that TAM factors are positively 
UHODWHGWRLQGLYLGXDO¶VDWWLtude which predicts potential behavioural intention (Davis, 1989). In 
terms of the internet fashion retail settings in the UK, PU and PEOU have positive 
relationships with attitude. The difference from previous findings is that study of the relative 
impact of PU and PEOU indicates that PEOU is relatively significant TAM factor influence 
FRQVXPHU¶V DWWLWXGH comparing to PU. The adjusted model in the multi-variant regression 
analysis supports the greater regression coefficient of PEOU in contrast to PU. This differs 
from the previous finding that PU is a more important factor than PEOU which influences 
attitude formation (Agarwal and Prasad 1999; Venkatesh 2000; Venkatesh and Davis 2000). 
Trust and Attitude to Online Purchase 
Previous studies on the role of trust in the online purchasing settings revealed useful findings 
that trust is associated with TAM factors (Salam et al., 2005) which predicts the potential 
attitude toward the web vendors. The regression analysis first examines the influence of trust 
on TAM factors through which the role of trust toward TAM factors will be determined. The 
VHFRQGUHJUHVVLRQPRGHOH[DPLQHVWKHUROHRIWUXVWSOD\VWRZDUGFRQVXPHU¶VDWWLWXGHWRRQOLQH
purchasing of fashion clothing items. 
The examination of the role of trust plays toward TAM factors establishes trust as the 
independent variable, and TAM factors (PU and PEOU) are the dependent variables 
facilitated by trust.  
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The regression analysis of trust and PU is shown in Figure 4.7. 
Figure 4.7: Regression of Trust and PU 
 
Model Summaryb 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate Durbin-Watson 
1 .536a .287 .283 .90666 1.712 
a. Predictors: (Constant), trust1 
b. Dependent Variable: PU1 
 
ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 49.748 1 49.748 60.519 .000a 
Residual 123.304 150 .822 
  
Total 173.053 151 
   
a. Predictors: (Constant), trust1 
b. Dependent Variable: PU1 
 
Coefficientsa 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 2.834 .341 
 
8.321 .000 
trust1 .480 .062 .536 7.779 .000 
a. Dependent Variable: PU1 
 
Regression results reveal that the R2 (R2=0.287) does not suggest a high level of fitness to the 
regression line. This requires the examination of the regression residual.  
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Figure 4.8: Residual Analysis of Trust and PU 
 
Based on the justification that regression residual fits with the regression line, the regression 
coefficient results are considered to be useful for determining the relationship of the variables. 
ANOVA tables shows the regression is statistically significant (p = 0.000). Coefficients table 
indicates that standard coefficient = 0.536, and the regression coefficient is statistically 
significant (p = 0.000 ˘  0.01). The regression coefficient suggests that there is a 
significantly positive relationship between trust and PU.  
Regression analysis of trust and PEOU is shown in Figure 4.9. 
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Figure 4.9: Regression of Trust and PEOU 
 
Model Summaryb 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate Durbin-Watson 
1 .387a .150 .144 1.14769 1.568 
a. Predictors: (Constant), trust1 
b. Dependent Variable: PEOU1 
 
 
ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 34.737 1 34.737 26.372 .000a 
Residual 197.579 150 1.317 
  
Total 232.316 151 
   
a. Predictors: (Constant), trust1 
b. Dependent Variable: PEOU1 
 
Coefficientsa 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 2.943 .431 
 
6.827 .000 
trust1 .401 .078 .387 5.135 .000 
a. Dependent Variable: PEOU1 
 
The regression model indicates that low R2 (R2 = 0.150) implies the variance of dependent 
variable (PEOU) which can be explained by the independent variable (trust) retains to be only 
15%. Regression residual must be examined in order to determine the fitness of the variables 
to the regression line. Figure 4.10 shows the regression residual pattern of trust and PEOU.  
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Figure 4.10: Regression Residual of Trust and PEOU 
 
The regression residual shows that the residual of dependent variable significantly fits with 
the regression line. Thus the regression coefficient result proves to be considerably valid to 
explain the relationship of the independent variable and dependent variable. Given the 
statistical significance level of both the regression model and the two variables is highly 
confident (p = 0.000 ˘ 0.01), the regression coefficient (standard coefficient = 0.387) 
indicates that there is a positive relationship between trust and PEOU, and the extent to which 
the relationship appears to be a moderate level. This implies that trust mediates the outcome 
of PEOU, and the influence retains to be at a moderate level.  
The regression analysis of trust and attitude is shown in Figure 4.11. 
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Figure 4.11: Regression of Trust and Attitude 
 
Model Summaryb 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate Durbin-Watson 
1 .130a .017 .010 .99942 2.060 
a. Predictors: (Constant), trust1 
b. Dependent Variable: attitude1 
 
ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 2.570 1 2.570 2.573 .111a 
Residual 149.825 150 .999 
  
Total 152.395 151 
   
a. Predictors: (Constant), trust1 
b. Dependent Variable: attitude1 
 
Coefficientsa 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 5.136 .375 
 
13.679 .000 
trust1 .109 .068 .130 1.604 .111 
a. Dependent Variable: attitude1 
 
Coefficients table shows that statistical significance of the independent variable (trust) is not 
confident (p = 0.111 > 0.05). This considerably suggests that trust as the independent variable 
does not generate effects on the dependent variable. The ANOVA table shows that the 
statistical significance of the regression model is also not confident (p = 0.111 > 0.05). This 
explains that the regression analysis is essentially not statistically significant, and it 
considerably does not imply there is a relationship between trust and attitude. Other 
regression measures including R2 = 0.017, and standard coefficient = 0.130. The low R2 
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explains that variability of dependent variable (attitude) which can be explained by the 
independent variable (trust) is significantly weak. Standard coefficient indicates an 
insignificant relationship between trust and attitude.  
In overall, by justifying the regression data results, the statistical insignificance of trust and 
the regression model as a whole does not suggest that there is a relationship between trust and 
attitude. The low value of R2 and standard coefficient also explain that the relationship 
between trust and attitude is obviously insignificant. The conclusion thus can be made that the 
LPSDFWRIWUXVWRQFRQVXPHU¶VDWWLWXGHWRZDUGSXUFKDVLQJIDVKLRQFORWKLQJSURGXFWVDWLQWHUQHW
vendors is believed to be insignificant.  
In summary, the regression analysis of trust and TAM factors, as well as trust and attitude 
imply varied results. There is a significantly positive relationship between trust and PU due to 
the high confidence supported by statistical significance (p < 0.01) and standard coefficient 
(standard coefficient = 0.536). Regression residual indicates the fitness of the dependent 
variable to the regression line which proves the regression data results are valid for judgment. 
The relationship between trust and PEOU shows a moderate level of significance. On the 
basis of statistical significance of the variables and regression model is highly confident (p < 
0.01), the high variance of PEOU which can not be explained by trust (R2 = 0.150) does not 
support a high confidence due to the dependent variable (PEOU) does not significantly fit 
with the regression line, even though the regression residual supports the fitness to the 
regression line. Regression coefficient suggests the relationship between trust and PEOU is 
moderate (standard coefficient = 0.387). The findings partially conform to the conclusions in 
Salam et al. (2005) and Pavlou (2003) that trust positively influences both PU and PEOU. The 
research results suggest that trust positively influences the outcome of PU, and moderately 
influences PEOU. 
The relationship between trust and attitude indicates that there is no significant relationship 
between trust and attitude. This is due to the statistical significance of trust and the regression 
 47 
 
model as a whole (p = 0.111 > 0.05) does not interpret a confident regression analysis result. 
High variability of dependent variable which can not explained by the independent variable 
(R2 = 0.17) and the weak relationship suggested by regression coefficient (standard 
coefficient = 0.130) both do not support a significant relationship between trust and attitude. 
The regression result may suggest that trust plays a mediating role through influencing TAM 
factors, particularly PU, and the TAM factors link up with FRQVXPHU¶VIRUPXODWLRQRIDWWLWXGH
toward purchasing fashion clothing at internet vendors.  
Perceived Risks and Trust 
The defined perceived risk factors in the dimensions of privacy and security encompass 
personal information protection, payment security and credit card information security. The 
WHVWV FRQFHUQ WKH UHODWLRQVKLS EHWZHHQ WKH WKUHH IDFWRUV DQG FRQVXPHU¶V WUXVW WRZDUG WKH
internet fashion vendors. Test of the relationship of the two constructs are useful in 
GHWHUPLQLQJFRQVXPHU¶s potential intention of purchasing fashion clothing products at internet 
vendors (Lu et al., 2005). Examination on the effects of perceived risks on trust is 
VLJQLILFDQWO\ XVHIXO LQ LQWHUSUHWLQJ WKH LPSDFW RQ FRQVXPHU¶V DWWLWXGH RQ online fashion 
purchasing as this is based on the findings that Chellappa and Pavlou (2002) argued that 
LQIRUPDWLRQ VHFXULW\ LV WKH IXQGDPHQWDO YDULDEOH VWURQJO\ LQIOXHQFHV FRQVXPHU¶V WUust in 
e-commerce transactions and mediates the impact of privacy. 
The regression analysis of personal information protection and trust is shown in Figure 4.12. 
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Figure 4.12: Regression of Personal Information Protection and Trust 
 
Model Summaryb 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate Durbin-Watson 
1 .002a .000 -.007 .95161 2.046 
a. Predictors: (Constant), privacy 
b. Dependent Variable: trust2_privacy 
 
ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression .001 1 .001 .001 .979a 
Residual 135.835 150 .906 
  
Total 135.836 151 
   
a. Predictors: (Constant), privacy 
b. Dependent Variable: trust2_privacy 
 
Coefficientsa 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 5.549 .628 
 
8.841 .000 
privacy -.003 .108 -.002 -.026 .979 
a. Dependent Variable: trust2_privacy 
 
It can be justified that the statistical significance of independent variable (personal 
information protection) and the regression model is insignificantly confident (p = 0.979 > 
0.05). This considerably explains that essentially the regression data result is insignificant. 
Variability of dependent variable reaches the highest level which suggests that there is not 
linear relationship between the two variables (R2 = 0.000). Regression residual also shows 
irregular pattern which does not fit into a regression line (Figure 4.13). Regression coefficient 
does not show a relationship (standard coefficient = - 0.002) between the two variables. 
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Figure 4.13: Regression Residual of Personal Information Protection and Trust 
 
Clearly the statistical data results of the regression model for personal information protection 
and trust does not show a linear regression relationship. This further explains that there is no 
relationship between personal information protection and trust toward online purchasing at 
internet fashion vendors. This does not conform to the findings in Jones and Carlson (2001) 
that a large proportion of users concern the privacy and they become obstacles to e-commerce 
activities. In this research, personal information protection can be an insignificant factor 
which does not concern much WRFRQVXPHU¶VWUXVWWRZDUGinternet fashion vendors.  
Regression analysis of payment security and trust is displayed in Figure 4.14. 
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Figure 4.14: Regression of Payment Security and Trust 
 
Model Summaryb 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate Durbin-Watson 
1 .186a .035 .028 .85775 2.098 
a. Predictors: (Constant), security_a 
b. Dependent Variable: trust2_securitya 
 
ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 3.956 1 3.956 5.378 .022a 
Residual 110.359 150 .736 
  
Total 114.316 151 
   
a. Predictors: (Constant), security_a 
b. Dependent Variable: trust2_securitya 
 
Coefficientsa 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 3.717 .817 
 
4.548 .000 
security_a .297 .128 .186 2.319 .022 
a. Dependent Variable: trust2_securitya 
 
The statistical significance of the regression model shows confident since the probability 
value falls into the standard significance level where confidence interval retains at 95% (p < 
0.05). This applies to both the regression statistical significance in ANOVA table and the 
independent variable in Coefficient table. The issue is that variability of dependent variable is 
rather high which represents little fitness to the regression line (R2 = 0.035). This requires the 
observation of the regression residual through which the regression data result can be further 
examined. 
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Figure 4.15: Regression Residual of Payment Security and Trust 
 
The regression residual pattern shows a moderate regularity in terms of the fitness to the 
regression line. This explains that regression data result can prove to be valid, but the extent 
to which the validity of the data results may retain to be moderately convinced. The 
regression coefficient shows that there is a relationship between payment security and trust, 
but the extent of the relationship retains to be weak (standard coefficient = 0.186). By 
justifying based on the integrated view of the statistical measures, the finding can be argued 
as that there is a relationship between payment security and trust. However, this relationship 
of the two variables retains to be weak and the positive relationship is not completely 
significant.  
Regression analysis of credit card information security and trust toward internet fashion 
retailers is shown in Figure 4.16. 
 
 52 
 
Figure 4.16: Regression Analysis of Credit Card Information Security and Trust 
 
Model Summaryb 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate Durbin-Watson 
1 .021a .000 -.006 .78251 2.351 
a. Predictors: (Constant), security_b 
b. Dependent Variable: trust2_securityb 
 
ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression .040 1 .040 .065 .799a 
Residual 91.848 150 .612 
  
Total 91.888 151 
   
a. Predictors: (Constant), security_b 
b. Dependent Variable: trust2_securityb 
 
Coefficientsa 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 5.488 .695 
 
7.892 .000 
security_b .029 .112 .021 .255 .799 
a. Dependent Variable: trust2_securityb 
 
The regression data results imply that there is no relationship between credit card information 
security and trust. The fundamental is that the statistical test is not significant by the result 
that regression statistical significance and independent variable statistical significance p = 
0.799 > 0.005. There is no linear relationship of the two variables in the regression model 
since R2 = 0. Standard coefficient indicates the relationship between the two variables does 
not exist (standard coefficient = 0.021). The results imply that this regression of credit card 
information security and trust is not statistically significant, and the relationship is not a linear 
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regression.  
The findings regarding the relationship between privacy, security and trust on the basis of 
dimensions of personal information protection, payment security and credit card information 
security suggests that amongst the three factors, payment security is found to have a 
UHODWLRQVKLS ZLWK FRQVXPHU¶V WUXVW WRZDUG internet fashion vendors, whereas the other two 
IDFWRUVGRQRWKDYHDUHODWLRQVKLSZLWKFRQVXPHU¶VWUXVWThe regression models for personal 
information protection and credit card information are both statistically insignificant, and their 
relationship with dependent variable does not show a linear regression. To greater extent the 
findings do not parallel with the previous findings that security is the fundamental variable 
VWURQJO\ LQIOXHQFHV FRQVXPHU¶V WUXVW LQ H-commerce transactions (Chellappa and Pavlou, 
2002). The only influence is found to be payment security, and the extent to which the impact 
of payment security is rather limited. Privacy is also found not to be a factor influences 
FRQVXPHU¶V WUXVW DQG WKLV FRQWUDGLFWV IURP WKH ILQGLQJV LQ Jones and Carlson (2001) that 
privacy is important and it affects the e-commerce activities. 
Enjoyment and Attitude to Online Fashion Purchasing 
(QMR\PHQWZDVIRXQGWREHRQHRIWKHLQIOXHQWLDOIDFWRUVZKLFKUHODWHWRFRQVXPHU¶VDWWLWXGH
toward online spending (Dennis and Harris, 2008). It is considered meaningful to examine the 
extent to which the effects of enjoyment on FRQVXPHU¶VDWWLWXGHWRZDUGSXUFKDVLQJDWLQWHUQHW
fashion vendors amongst Chinese student consumers. 
The regression analysis is thus shown in Figure 4.17. 
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Figure 4.17: Regression Analysis of Enjoyment and Attitude on Online Fashion Purchasing 
 
Model Summaryb 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate Durbin-Watson 
1 .238a .057 .050 1.15261 1.970 
a. Predictors: (Constant), enjoyment 
b. Dependent Variable: attitude2 
 
ANOVAb 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 11.985 1 11.985 9.021 .003a 
Residual 199.278 150 1.329 
  
Total 211.263 151 
   
a. Predictors: (Constant), enjoyment 
b. Dependent Variable: attitude2 
 
Coefficientsa 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 3.652 .390 
 
9.365 .000 
enjoyment .224 .075 .238 3.004 .003 
a. Dependent Variable: attitude2 
 
The regression data results show that this is a statistical significant test that the statistical 
significance for the variables and the regression model is highly confident (p < 0.01). 
Standardised coefficient value indicates that there is a relationship between enjoyment and 
FRQVXPHU¶VDWWLWXGHWRZDUGRQOLQHIDVKLRQSXUFKDVLQJEXWWKHOHYHORIUHODWLRQVKLSUHWDLQVWR
be weak (standard coefficient = 0.238). The issue needs to note that variance of dependent 
variable which can be explained by independent variable is significantly low (R2 = 0.057). 
'HSHQGHQW YDULDEOH¶V ILW WR WKH UHJUHVVLRQ OLQH LV rather low. However, examination of the 
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regression residual shows the fitness to the regression line (Figure 4.18).  
Figure 4.18: Regression Residual of Enjoyment and Attitude 
 
The judgment based on the comprehensive interpretation of the regression data results implies 
that ZKHWKHU FRQVXPHU¶V HQMR\PHQW RQ WKH DWWULEXWHV RI WKH ZHEVLWH RI WKH IDVKLRQ YHQGRUV
definitely influences FRQVXPHU¶VSRVLWLYHattitude toward purchasing fashion products online 
is questioned. The statistical results based on the low R2 value and standard coefficient 
support such weak relationship between enjoyment and attitude. To greater extent this weak 
positive relationship between enjoyment and attitude does not agree with the findings in 
Childers et al. (2001) that hedonic aspect of e-commerce was found to have consistent 
influence on attitudes. The result may partially reflect the findings in Sanchez-Franco and 
Roldan (2005) that goal-directed web users are strongly driven by extrinsic motives and 
focused on decision-making process, whereas experiential users are more intrinsically 
motivated by the process. Only a portion of the Chinese students consumers may be hedonic 
motivated consumers that their attitude toward shopping fashion clothing online is influenced 
by the experiences of the website. 
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Findings 
Findings 
Based on the regression analysis results, the findings of the dissertation can be summarized as 
the following key points: 
First, the regression analysis for TAM factors and attitude indicates that both PU (p < 0.01; R2 
= 0.263; standard coefficient = 0.513) and PEOU (p< 0.01; R2 = 0.282; standard coefficient = 
0.531) have a positive relationship with attitude to purchasing fashion clothing products at 
internet vendors. This finding agrees with previous research that TAM factors are positively 
UHODWHGWRLQGLYLGXDO¶VDWWLWXGHZKLFKSUHGLFWVSRWHQWLDOEHKDYLRXUDOLQWHQWLRQ'DYLV. In 
terms of the internet fashion retail settings in the UK, PU and PEOU have positive 
relationships with attitude. The difference from previous findings is that study of the relative 
impact of PU and PEOU indicates that PEOU is relatively significant TAM factor influence 
FRQVXPHU¶V DWWLWXGH FRPSDULQJ WR 38 7KH DGMXVWHG PRGHO LQ WKH PXOWL-variant regression 
analysis supports the greater regression coefficient of PEOU in contrast to PU. This differs 
from the previous finding that PU is a more important factor than PEOU which influences 
attitude formation (Agarwal and Prasad, 1999; Venkatesh, 2000; Venkatesh and Davis, 2000). 
Second, the regression analysis of trust and TAM factors, as well as trust and attitude imply 
varied results. There is a significantly positive relationship between trust and PU (p < 0.01; 
R2= 0.287; standard coefficient = 0.536). The relationship between trust and PEOU shows a 
moderate level of significance. Regression coefficient suggests the relationship between trust 
and PEOU is moderate (p < 0.01; R2 = 0.150; standard coefficient = 0.387). The findings 
partially conform to the conclusions in Salam et al. (2005) and Pavlou (2003) that trust 
positively influences both PU and PEOU. The research results suggest that trust positively 
influences the outcome of PU, and moderately influences PEOU. The relationship between 
trust and attitude indicates that there is no significant relationship between trust and attitude. 
The result may suggest that trust plays a mediating role through influencing TAM factors, 
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SDUWLFXODUO\38DQGWKH7$0IDFWRUVOLQNXSZLWKFRQVXPHU¶VIRUPXODWLRQRIDWWLWXGHWRZDUG
purchasing fashion clothing at internet vendors.  
Third, The findings regarding the relationship between privacy, security and trust on the basis 
of dimensions of personal information protection, payment security and credit card 
information security suggests that amongst the three factors, payment security may have a 
slight positive UHODWLRQVKLSZLWKFRQVXPHU¶V WUXVW WRZDUG LQWHUQHW IDVKLRQYHQGRUV (p < 0.05; 
R2 = 0.035; standard coefficient = 0.186), whereas the other two factors do not have a 
UHODWLRQVKLSZLWKFRQVXPHU¶VWUXVW (p>0.05). The regression models for personal information 
protection and credit card information are both statistically insignificant, and their relationship 
with dependent variable does not show a linear regression. To greater extent the findings do 
not parallel with the previous findings that security is the fundamental variable strongly 
LQIOXHQFHV FRQVXPHU¶V WUXVW LQ H-commerce transactions (Chellappa and Pavlou, 2002). The 
only influence is found to be payment security, and the extent to which the impact of payment 
VHFXULW\LVUDWKHUOLPLWHG3ULYDF\LVDOVRIRXQGQRWWREHDIDFWRULQIOXHQFHVFRQVXPHU¶VWUXVW
and this contradicts from the findings in Jones and Carlson (2001) that privacy is important 
and it affects the e-commerce activities. 
And the last, the regression data results related to enjoyment and attitude imply that whether 
FRQVXPHU¶V HQMR\PHQW RQ WKH DWWULEXWHV RI WKH ZHEVLWH RI WKH IDVKLRQ YHQGRUV GHILQLWHO\
LQIOXHQFHV FRQVXPHU¶V SRVLWLYH DWWLWXGH WRZDUG SXUFKDVLQJ IDVKLRQ SURGXFWV RQOLQH LV
questioned (p < 0.01; R2 = 0.057; standard coefficient = 0.238). To greater extent this weak 
positive relationship between enjoyment and attitude does not agree with the findings in 
Childers et al. (2001) that hedonic aspect of e-commerce was found to have consistent 
influence on attitudes. The result may partially reflect the findings in Sanchez-Franco and 
Roldan (2005) that goal-directed web users are strongly driven by extrinsic motives and 
focused on decision-making process, whereas experiential users are more intrinsically 
motivated by the process. Only a portion of the Chinese students consumers may be hedonic 
motivated consumers that their attitude toward shopping fashion clothing online is influenced 
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by the experiences of the website. 
Recommendations 
The managerial implications which are considered useful to the market practitioners of online 
fashion retailers is that internet retailing is perceived to be a useful approach of buying 
fashion clothing products, and consumers find it is an approach of feeling easy and 
convenient to purchase the fashion clothing products which they are interested in. On the 
condition that internet fashion retailing is commonly perceived as the useful way of 
purchasing fashion clothing products, the features of convenience, easy to get the product 
ordered and reliability of the internet fashion retailers appear to be more important amongst 
consumers. This suggests that internet fashion vendors need to be aware of increasing their 
service quality by orienting to the characteristics of convenience, easy to use and user 
IULHQGOLQHVV DQG RWKHU IHDWXUHV ZKLFK PD\ HQKDQFH FXVWRPHUV¶ satisfaction to the shopping 
experiences of the internet fDVKLRQ UHWDLOHU &RQVXPHU¶V WUXVW IDFLOLWDWHV WKHLU SHUFHSWLRQV RI
the usefulness and the convenience characteristics of the internet fashion retailer, and 
therefore it is critical that internet fashion retailers enhance their service features in order to 
LQFUHDVH FRQVXPHU¶V SRVLWLYH VKRSSLQJ H[SHULHQFHV GHULYHG IURP XVLQJ WKH internet fashion 
retailing service. With enhanced level of trust amongst consumers, the level of perceived 
usefulness, convenience, and easiness to shopping are responsively increased. This further 
builds up the level of trust amongst consumers. Service facilities which guarantee the security 
of payment attributable to FRQVXPHU¶V WUXVW WRZDUG WKH LQWHUQHW IDVKLRQ UHWDLOHU 7KLV
highlights that despite the advancement of the level of online facilities ensuring personal 
information protection and security, internet fashion retailers need to improve the facilities of 
payment security incorporating into the service of retailing to customers in order to enhance 
FXVWRPHUV¶ SHUFHLYHG XVHIXOQHVV FRQYHQLHQFH DQG HDV\ WR VKRS The website design is 
suggested to focus on the functional attributes of the fashion clothing items such as the 
pictorial display of the items, prices, product descriptions, information about the brand, and 
RWKHUIXQFWLRQDOIHDWXUHVRIWKHLQWHUQHWIDVKLRQUHWDLOHUVLQRUGHUWRDWWUDFWWKHXVHUV¶DWWHQWLRQ
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to form the intention to purchase online. The features of colours, pictures, and website design 
ZKLFKSURYLGHZHEXVHUV¶HPRWLRQDOH[periences are necessary, but they are suggested to be 
the factor secondary to the functional attributes of the fashion items information. 
Limitation of the Dissertation 
The limitations of the dissertation are summarized as: due to the target population of the 
sample of the dissertation is Chinese students ZKRDUHVWXG\LQJLQWKH8.¶VXQLYHUVLWLHVLQWKH
UK, the perceptions on the impact of the critical factors on attitude toward purchasing fashion 
clothing products at internet vendors may only limit to the Chinese students as a customer 
group in the UK market. The applicability of the research results may vary to the research in 
similar domain based on different target population; the research approach adopted linear 
regression analysis which is believed to be a useful statistical analysis tool to determine the 
relationship between variables. The issue is that on many occasions the relationship of the 
variables does not show the features of linear which may mean the regression data analysis 
results may lack of accuracy; since this dissertation uses bivariant analysis by analyzing the 
relationship of two single variables, the outcome of the regression analysis may ensure a 
considerably high level of reliability. The examination of bivariant analysis segregates the 
variables and it does not help to offer an integrated view on the influence of various factors on 
the independent variable; the quantitative research approach is useful in guaranteeing the 
reliability of the dissertation, but it does not prove the validity of the research.  
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Conclusions 
The aim of the dissertation is to develop managerial implications on the effective marketing 
strategies based on the suggestions made through the research based on the findings on the 
H[WHQWWRZKLFKWKHLPSDFWRILQGLYLGXDOSV\FKRORJLFDOIDFWRUVRQ&KLQHVHVWXGHQWV¶SXUFKDVH
decision-making on fashion items at online fashion retailer in the UK. The research methods 
adopted for the dissertation is linear regression analysis which assists in determining the 
relationship of the variables. The findings based on the data analysis are that both PU and 
PEOU have a positive relationship with attitude to purchasing fashion clothing products at 
internet vendors. PE28 LV UHODWLYHO\ VLJQLILFDQW 7$0 IDFWRU LQIOXHQFH FRQVXPHU¶V DWWLWXGH
comparing to PU. There is a significantly positive relationship between trust and PU. Payment 
VHFXULW\PD\KDYHDVOLJKWSRVLWLYHUHODWLRQVKLSZLWKFRQVXPHU¶VWUXVWWRZDUGLQWHUQHWIDVKLon 
YHQGRUVZKHUHDVWKHRWKHUWZRIDFWRUVGRQRWKDYHDUHODWLRQVKLSZLWKFRQVXPHU¶VWUXVWThe 
UHJUHVVLRQ GDWD UHVXOWV UHODWHG WR HQMR\PHQW DQG DWWLWXGH LPSO\ WKDW ZKHWKHU FRQVXPHU¶V
enjoyment on the attributes of the website of the fashion vendors definitely influences 
FRQVXPHU¶VSRVLWLYHDWWLWXGHWRZDUGSXUFKDVLQJIDVKLRQSURGXFWVRQOLQHLVTXHVWLRQHG. 
Future direction of the research in the domain is suggested that fashion related factors need to 
EHSXW LQWRFRQVLGHUDWLRQVXFKDVFRQVXPHU¶VGLIIHUHQW W\pes of values, fashion consumption 
motivation factors.  Fashion related values and fashion consumption motivation factors are 
LPSRUWDQW WR LQIOXHQFH FRQVXPHU¶V SXUFKDVH LQWHQWLRQ DW LQWHUQHW IDVKLRQ YHQGRUV Fashion 
related consumption values and motivations may significantly differ from the values and 
motivations to shopping other product categories. Values and motivation also build the 
IRXQGDWLRQIRUGHWHUPLQLQJFRQVXPHU¶VDWWLWXGHWRSXUFKDVHEHKDYLRur. Research in this field 
will provide meaningful ILQGLQJV UHJDUGLQJ XQGHUVWDQGLQJ WKH LQIOXHQFH RQ FRQVXPHU¶V
purchase behaviour at internet fashion retailers.  
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APPENDIX: Questionnaire 
Dear Sir/Madam 
Please can you spare a few minuWHV¶ WLPH DQG ILOO RXW WKH IROORZLQJ TXHVWLRQQDLUH 7KLV
TXHVWLRQQDLUH LV GHVLJQHG IRU WKH SXUSRVH RI FDUU\LQJ RXW D GLVVHUWDWLRQ IRU D 0DVWHU¶V LQ
Management of Nottingham University. The research topic is about the influence of the 
critical individual factors on purchase decision-making of fashion clothing products at online 
vendors amongst Chinese students in the UK. Please can you give your answers based your 
previous online shopping experiences? 
1 Do you have positive beliefs in purchasing clothing products at Internet vendors in the UK? 
Strongly 
negative 
Negative  Slightly 
negative 
Neutral  Slightly 
positive 
Positive Strongly 
positive 
1 2 3 4 5 6 7 
 
2 Do you find it is a useful way of purchasing fashion items and it can influence you to 
believe that Internet fashion retailer is a useful channel of buying fashion clothing products? 
(Please tick the answer you believe is right for you) 
Strongly 
disagree 
Disagree  Slightly 
disagree 
Neutral  Slightly 
agree 
Agree  Strongly 
agree 
1 2 3 4 5 6 7 
 
3 Do you find it online purchasing is a convenient and easy to use and it can influence you 
believe that Internet fashion retailer is a channel of buying fashion clothing products? (Please 
tick the answer you believe is right for you) 
Strongly 
disagree 
Disagree  Slightly 
disagree 
Neutral  Slightly 
agree 
Agree  Strongly 
agree 
1 2 3 4 5 6 7 
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4 Please indicate the level of trust that you have toward online fashion retailing in the UK?  
 Highly 
distrust 
distrust Slightly 
distrust 
neutral Slightly 
trust 
Trust  Highly 
trust 
Trust 1 2 3 4 5 6 7 
5 Do you think it is because you trust the internet fashion retailers which influences you 
believe that it is a useful way and it is an easy and convenient way at Internet fashion 
retailers?  
 Strongly 
disagree 
Disagree  Slightly 
disagree 
Neutral  Slightly 
agree 
Agree  Strongly 
agree 
More trust 
links with 
belief in 
useful way 
1 2 3 4 5 6 7 
More trust 
links with 
belief in 
easy and 
convenient 
way 
1 2 3 4 5 6 7 
 
6 Do you think it is because you trust online fashion retailers which influence you to believe 
in and later on like the online fashion retailers?  
 Strongly 
disagree 
Disagree  Slightly 
disagree 
Neutral  Slightly 
agree 
Agree  Strongly 
agree 
Higher trust 
leads to 
more 
positive 
attitude 
1 2 3 4 5 6 7 
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7 Please rate the level of importance of the privacy and security factor that concern you 
shopping fashion products online. And also please rate the relationship between the level of 
concern for the three factors and your level of trust on the internet fashion retailer (Please tick 
the answer you believe is right for you for each of the factor). 
 Strongly 
unimportant 
unimportant Slightly 
unimportant 
Neutral  Slightly 
important 
Important  Strongly 
important 
Personal 
information 
protection 
1 2 3 4 5 6 7 
Payment 
security 
 
1 2 3 4 5 6 7 
Credit card 
information 
security 
1 2 3 4 5 6 7 
 
 Strongly 
disagree 
Disagree  Slightly 
disagree 
Neutral  Slightly 
agree 
Agree  Strongly 
agree 
Higher 
personal 
information 
protection 
leads to 
higher trust 
1 2 3 4 5 6 7 
Higher 
payment 
security 
leads to 
higher trust 
1 2 3 4 5 6 7 
Higher 
credit card 
security 
leads to 
1 2 3 4 5 6 7 
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higher trust 
 
8 Please can you indicate the level of enjoyment on the attributes of the fashion retailer 
websites such as web design, product pictorial display, and product descriptions? 
 Strongly 
not enjoy 
Not enjoy Slightly 
not 
enjoy 
neutral Slightly 
enjoy 
Enjoy   Strongly 
enjoy 
Enjoyment  1 2 3 4 5 6 7 
 
9 Do you believe when you have higher level of enjoyment of the retailer website such as the 
web design, product pictures display and product descriptions, you will believe in the online 
fashion retailer that you want to buy clothing from the web vendor?  
 Strongly 
disagree 
Disagree  Slightly 
disagree 
Neutral  Slightly 
agree 
Agree  Strongly 
agree 
Higher 
enjoyment 
leads to 
more 
positive 
attitude  
1 2 3 4 5 6 7 
 
 
 
 
 
